The purpose of this paper is to systematically analyse the existing literature on the interrelationships of tourism businesses in the context of religious tourism. By taking a systematic approach to literature review, a total of 34 academic articles was content analysed. As a general framework, Watkins and Bell's classification was applied in order to increase the review consistency and validity. The results show that the inter-relationships of tourism businesses have gained an increasing academic attention in the past decade in terms of the number of published articles. The various categories of inter-organisational relationships often used in relation to tourism business setting are explored. The timeline of business relationships research in tourism literature are presented along with methodological approach of the literature. The most of existing articles claim to study the cooperative relationships of tourism businesses. The main methodological approach used in studying inter-organisational relationships of tourism businesses was empirical one.
Introduction
From economic point of view, tourism can be an industry which produces the highest revenue, in the shortest period of time, and with the least amount of investments. Understanding the strategic relationships among tourism businesses in a certain destination is an inevitable issue to be successful in the tourism industry (Heidari et al., 2016) . In inter-organisational markets companies can develop relationships ranging from very trivial to highly significant ones with other parties such as providers, distributors, public bodies, competitors and other companies with complementary activities (Medina-Munoz and Garcia-Falcon, 2000) . Tourism involves the development of informal and formal partnerships, collaboration and networks. Tourism businesses should not be seen as independents entities acting on their own interest in the market and in order to develop their activities, they need to interact with other firms (Heidari et al., 2016) . The study of these B2B relationships has been particularly important from the practical and academic point-of-view. From the practical view, firms tend to reduce the number of providers and strengthen their relationships with the ones that allow them to increase their profits (Johnson and Selnes, 2004) . From the academic view, the literature on relations between firms and their providers is extensive and contributions focus on investigating variables and creating models that explain the nature of these relations (Ulaga, 2001) . Despite the relevance and practical importance of inter-organisational relationships among tourism businesses, surprisingly, not so much direct attention has been given to religious context as a new setting compared to other types of tourism such as heritage, seashore, space, natural, etc. The phenomenon of religious tourism while widely recognised has not received much attention in literature. Perhaps the reason for this neglect is the difficulty of classifying this aspect of the tourism industry in a growing secular world, where spiritual meaning is often seen as unfashionable and perhaps even seen as a little backward. One major problem arises due to the confusion in defining the concept of religious tourism businesses interrelationship as such. Some stream of literature seems to have used the term of tourism businesses interactions with other sub-constructs of cooperation, coopetition, and competition which has led to further perplexity. As a result, analysing the interactions in a religious destination becomes rather difficult and varied. Another challenge is that a majority of the body of the literature often describes their respective research as addressing tourism businesses interrelationships when in fact the level of analysis is rather more restricted, for example, to dyadic buyer or supplier perspective, which leads to further confusion. While the previous literature review contributions addressing tourism business interrelationships either consider the concepts in the broader framework of tourism business interactions, are not systematically carried out, or only focus on few academic databases. This paper contributes to this gap by providing a review of the literature on the interrelationships of tourism business in a systematic fashion, by looking at tourism businesses more than in other tourism types and in religious tourism context. The purpose of this paper is to systematically analyse the existing literature on the interrelationships of tourism business. In doing so, by carrying out a systematic review of the literature, first, the various terminologies often used in relation to the interrelationships of tourism business are explored. Second, the types of the interrelationships of tourism business in a religious tourism destination are presented along with methodological considerations of the current literature. The rest of the paper is structured as follows: first, an overview of the concepts of religious tourism and tourism businesses is provided. Then, the method is described including the steps taken in a systematic literature review. Under 'Section 4', the articles included in this study are analysed based in the terminology, definitions, methods, and results they have employed or presented. Also, some significant and emerging themes in the literature have been discussed. Finally, some concluding highlights are presented for religious destinations.
Religious tourism
Religion has a close relationship with tourism, and is a special tourist attraction based on distinctive traditions and cultural backgrounds, resulting in different forms of religious tourism. Tracing back this route of religious history or the history of tourism of the world, major religions globally have stimulated forms of tourism as a foundation for spreading their own religious beliefs. In the historical process of development for all of the countries in the world, religious pilgrimages have always been one of the major factors for motivating people to travel. Religious tourism refers not only to the form of tourism with strong or single-minded religious motivation of pilgrimage, but also to those non-pilgrimage tourist activities, such as travelling to the religious sites for sightseeing, cultivation and recreation. According to the statistics of UNESCO, about 60% of the world population is religious. The numbers of followers of the world's major religions have been estimated (see Table 1 ). Such a large number of religious believers are indeed an incredible driving force for the development of religious tourism. For example, huge numbers of Muslims (over 14 million in June 2015) visit Mecca every year. Woodward (2003) notes the importance of the hajj for example, to the economy of Saudi Arabia. This is worth around US$1.5 billion, with 40% being spent on the rental of rooms to pilgrims, and so a major input to local economies. 
Tourism businesses
A destination must be considered as a whole -a system with inputs and outputs -and within it is a community with residents, services and businesses (see Figure 1) . In a destination, the impacts of a tour operator come from the impacts of all components of the products they sell, including use of raw materials and their processing and production, as well as impacts from transport and distribution. Tourism operates through business-to-business relationships, and supply chain management can be applied to improve business operations of each supplier in the supply chain. The main differences between tourism supply chains and those of other sectors are that tourists travel to the product, and the product that they buy has a particularly high service component in other words, it involves a higher proportion of people in the immediate production of the holiday experience (Heidari et al., 2016) . Tourism supply chains involve many components-not just accommodation, transport and excursions, but also restaurants, handicrafts, food production, waste disposal, and the infrastructure that supports tourism in destinations. These all form a part of the holiday product that is expected by tourists when they purchase holidays -whether or not the suppliers of those components are directly contracted by a tour operator. Just as no tour operator would provide one-star transport to take customers to a five-star holiday hotel, the quality of products/services depends on performance at all the links in the tourism supply chain. A further aspect of the tourism supply chain is the activities of customers while on holiday, particularly in relation to their behaviour, and what they source for themselves in destinations (Jalilvand et al., 2017) . Tour operators are marketing the whole holiday experience to customers, and this includes opportunities to experience a destination's local products and services. Tour operators can play a significant role in providing appropriate advice to their customers about local products and services, and in ensuring that local producers and service providers have access to tourists on a fair basis. Many tour operators already supply some information on these aspects, but there is scope to do more. Watkins and Bell (2002) proposed three different categories reflecting tourism managers' experiences of business relationships that can be true in the context of religious tourism. These were labelled as competition, cooperation, and coopetition. In Figure 2 , three different types of business relationships are identified. 
Interrelationships of tourism businesses

Competition
Competition is a process of rivalry between interacting agents. It can be defined as a dynamic state that happens when several actors in a specific area (market) struggle for scarce resources, and/or produce and market similar products or services that meet the same tourist need. Competitive approach implies on firms' interdependence both horizontally and vertically. Competition is described as the exchange relationships between existing and unchanging economic agents. However, Schumpeter relates competition to internal industrial efficiency and to the development of new sources of supply, new technology, and new types of organisation. In the long term, competition may lead to a monopolistic position of a firm within a particular industry, instead of 'perfect competition' (Bengtsson and Kock, 2000) . Referring to horizontal interdependence, the competitive approach emphasises the search for above-normal profits realised through gaining an advantageous position in an industry or by developing resources and distinctive competences that enable a firm to offer superior products in relation to its competitors. In vertical interdependence, the competitive approach implies on the search for value in economic exchange. Interaction within a network is simple and direct, and power and dependence are equally distributed among competitors based on their positions in the network (Hunt, 2007) . Hence, the business's structural position within networks becomes important. A business with a superior position in a certain network would learn about competitive opportunities sooner and use that knowledge in planning and executing competitive actions.
Cooperation
Cooperation has been defined as a relationship that individuals, groups and organisations interact through the sharing of complementary capabilities and resources, or leveraging these for the purpose of mutual benefit. From a supply chain perspective, cooperation is considered as similar, complementary, coordinated activities performed by firms in a business relationship to produce superior mutual outcomes (Canegallo et al., 2008) . Successful cooperation is built on trust, commitment, and voluntary and mutual agreement that can be established in a formal and documented contract or an informal contract aimed at achieving common objectives. Thorgren et al. (2009) examined the cause-effect relationships between inter-organisational trust, relationship diversity and knowledge transfer, and corporate entrepreneurship among networking firms. They showed a causal influence of knowledge transfer and relational diversity on corporate entrepreneurship. The main stimulus for cooperation is to adopt collective strategies for value creation. Firms cooperate for achieving a common objective, sharing resources with other competing actors, and learning or sharing organisational expertise (Tanghe et al., 2010) .
Coopetition
Coopetition implies the simultaneous presence of both competition and cooperation. Coopetition is the most mutually advantageous relationship for competitors. Coopetition goes beyond the conventional rules of competition and cooperation, in order to achieve the advantages of both. Literature suggested that the majority of all new cooperative arrangements are between competitors (Luo, 2007) . For example, multinational firms involve in complex and simultaneous competitive cooperative relationships with global rivals. Through cooperative relationships, global rivals work together to collectively enhance performance by sharing resources and committing to common goals in value chain activities, at the same time as they compete in other domains to improve their performance (Chin et al., 2008) . Resource asymmetry among competitors contributes more to cooperation. Coopetition creates value through cooperation between competing organisations, aligning different interests toward a common objective and helping to create opportunities for competitive advantage by removing external obstacles and neutralising threats. Coopetition strategy is a multidimensional and multifaceted concept that supposes a number of different forms and requires multiple levels of analysis. Coopetition encompasses both social and economic issues related to inter-organisational interdependence. It implies that firms can interact in rivalry owing to conflicting interests and at the same time cooperate due to common interests (Tsai, 2002) .
Methods
The aim of this systematic review was to provide an overview of recent literature on the relationships of tourism businesses by identifying and synthesising currently available studies in this particular area. The method of this systematic review follows the grounded theory literature review approach of Wolfswinkel et al. (2013) , building on what these authors describe as the iterative stages of systematic reviewing: define, search, select, analyse and synthesise.
Define
The first review step involved carving out the review's scope before the actual search was performed; based on iterative discussions between the authors, it was revisited and reformulated during the search for studies. Defining includes identifying relevant databases, determining appropriate outlets and deciding on specific search terms and queries per selected database. Based on initial exploratory searches, Emerald, Routledge, Sage, Wiley and ScienceDirect were selected as electronic databases. Choice of specific search terms was based on main constructs within the framework proposed by Watkins and Bell (2002) (i.e. competition, cooperation, and coopetition) . Synonyms for these terms were extracted from other published work, until saturation was reached.
Search
Comprehensive electronic searches were conducted in December 2016. Database limitations were set to articles published between 1992 and 2017 and to papers in the English language. As part of an extended search strategy, reference lists of eligible records were screened for an additional literature based on forward citation screening, backward citation screening and hand searching. All references found were exported to Endnote software version X7.4, including information about title, authors, outlet, key words and abstract; duplicate results were removed.
Select
Titles, abstracts and keywords of all records identified by the search were independently double-screened by the authors to ensure consistency and agreement. Eligible studies had to refer to:
• tourism setting
• interrelationships of tourism businesses (including competition, cooperation, and coopetition).
Full-texts were retrieved for articles deemed eligible for further analysis. Retrieval rate was augmented by requesting articles from original authors, only when a text could not be immediately retrieved electronically.
Analyse
Retrieved full-text articles were divided equally between the reviewers, who successively analysed their assigned papers independently, using the process of open coding, meaning that each finding, insight or concept deemed relevant to the scope of the review and research objective was marked.
Synthesise
The authors synthesised the data into the three categories using selective coding processes (i.e., integration and refinement of concepts and themes) (Wolfswinkel et al., 2013) . Following Sadoughi et al. (2013) , no assessment was made of the quality of the selected articles; given that the data analysis was done on words and phrases, valuable insights from methodologically 'weaker' but conceptually sound articles would otherwise have been lost.
Results
Based on titles and abstracts, the initial search resulted in 112 records; full-text assessment of their eligibility came to 77 publications, out of which 37 papers were included for data analysis (Figure 3) . The final search results yielded a wide range of text types (e.g., empirical studies, literature reviews, and case studies). Included papers reflected tourism businesses in a variety of interrelationships, including cooperation, competition, and coopetition. All abstracted data from included (initial, snowball and hand searched) records were thematically synthesised, resulting in three categories described following. 
Timeline analysis
In the first step of the data synthesis, a timeline analysis was carried out to identify the temporal characteristics of the publications. The first relevant recorded article in the databases has been that of Auty and Easton (1990) ; surprisingly, no relevant article was found since that article until 1992. The highest record of papers has been in 2014-2017 with a total of 13 articles. The results of the timeline of the articles since 1992 are provided in Figure 3 . The graph clearly shows a general ascending trend in the total number of articles published per year. The initial contention of a growing interest among the researchers in the field is thus substantiated. Table 2 Journals with relevant publications on interrelationships of tourism businesses
Journal
Number of articles
Tourism Economics 3
Journal of Travel & Tourism Marketing 2
Anatolia: An International Journal of Tourism and Hospitality Research 2
Annals of Tourism Research 2
Journal of Travel Research 2
International Journal of Contemporary Hospitality Management 2
Journal of Hospitality and Tourism Management 2
Current Issues in Tourism 2
Journal of Destination Marketing & Management 1
Marketing Intelligence & Planning 1 Figure 5 illustrates the methods used in the reviewed articles. As it can be noticed, the majority of the articles (74%) have an empirical approach. In total, 26% of the articles fall under the 'theoretical' category. The results show that the majority of articles (67.4%) focus on cooperative relationships of tourism businesses, while the remainder are split between the competition (23.3%) and competition (9.3%) ( Figure 6 ). In the studied papers, several authors report that cooperation among businesses is an essential type of inter-organisational strategy for tourism destination (see Table 3 ). Twenty-two papers empirically and seven papers theoretically analysed the cooperative relationships of tourism businesses. The cooperative behaviour is a necessary condition for sustainable planning and development. Determinants of cooperation may be understood as all kinds of circumstances-situations, events, objects, features, actors' capabilities, etc. that determine readiness to start cooperation, its process and results. Fyall and Garrod (2005) characterised the drivers of cooperation. They point to such diverse factors as globalisation, international political and trade agreements, shareholding restrictions, consolidation and concentration of economic power, public funding, advances in technology, growth in tourism demand, strategic alliances, heightened competition and increasing customer expectations. However, there are specific problems in developing cooperative relationships:
Tourism review 1
Journal of Business & Industrial Marketing 1
Journal of Tourism Futures 1
International Journal of Tourism Research 1
Tourism Management 1
Research methods and categories
1 due to the small size of tourism businesses, resources are necessarily limited (Ring et al., 2010) 2 there is often a lack of qualified workers (Phillipson et al., 2006) 3 small businesses cannot achieve economies of scale for marketing activities and social capital to overcome barriers on their own (Ring et al., 2010) .
It should be noted that the cooperative relationships among the tourism businesses exist at different levels with different forms. According to Wang and Krakover (2008) , the configurations of cooperative relationships can be manifested in four forms in a continuum defined by various degrees of formalisation, integration, structural complexity, trust and commitment. These four forms of cooperative relationships are affiliation, collaboration, coordination, and strategic networks (Figure 7 ). 
Tourism Economics
The choice of proper cooperation modes is a common issue for decision makers of underdeveloped destinations Guo and He (2012) Empirical *
A quantity-discount contract based on revenue sharing was designed to achieve full coordination in the cooperation, under which the total revenue from the packages is identical to that in a centralised scenario According to Wang and Krakover (2008) , affiliation is the most informal linkages among the tourism businesses. It indicates an initial level of trust and commitment among the tourism businesses. Tourism businesses affiliated with each other continue to operate independently while supporting one another through the exchange of information, endorsements, and making referrals, usually on an informal and ad-hoc basis. Coordination allows autonomous tourism businesses to align their activities to support events or services by implementing common tasks. The integration of staffs or activities is minimal and tied to the accomplishment of certain tasks. Policies and procedures are relatively informal. Coordination implies on the ability of stakeholders to pursue their individual organisational objectives better by arranging their activities with the activities of other compatible businesses and by aligning self-interest with others' interests. In collaboration, tourism businesses want to develop a joint strategy or common set of strategies for working collectively toward a shared purpose. They develop a formal plan for working together. These relationships are defined through contracts or other formal agreements. Collaboration is more formalised and requires a longer-term commitment. Strategic networks are more formal structures that integrate the shared vision of all tourism organisations involved and take a system orientation in destination management. Strategic networks are integrated management systems that seek to improve service delivery by broadening or deepening the scope of services available in the destination to the tourists (Wang and Krakover, 2008) .
Category 2: competition
Some authors provide interesting results about competitive relationships of tourism businesses. Six articles empirically and four articles theoretically investigated the competitive relationships (Table 3) . Competition in tourism is primarily for the time and money of the customers, as firms tend to be engaged in horizontal and vertical product differentiation and compete to increase their profit margin by maximising their final price as well as their share of their total generated margin through increasing their market share, cost reductions and pricing (Buhalis, 2006) . Tourism businesses try to maximise their own interests and do not participate in collective actions when different self-interests lead to businesses competing against each other to best fulfil their own self-interests (Wang and Krakover, 2008) . Their ability to compete depends on the interaction of three elements: market competition (competing for the same tourist profile), development or adjustment of their products or production processes (innovations) and existing forms of production (competition between similar products) (Ioannides and Petersen, 2003) . It should be noted that the processes of competition will be determined by businesses' perceptions of their competitors. If a tourism business does not perceive another business to be a competitor it will behave towards it in a different way from that in which it behaves if it does perceive it to be a competitor (Auty and Easton, 1990) .
Category 3: coopetition
In many circumstances actors (businesses) find it useful to compete and cooperate simultaneously in order to innovate, improve their performance, achieve a competitive advantage which can be turned into a coopetitive advantage, provide and develop complex products and services, create, share and transfer knowledge and enhance learning, face globalisation forces and environmental changes, create value, manage constrictions and tensions, drive internal expansion (Kylanen and Mariani, 2012; Mariani, 2016) . Competition between partners and cooperation between rivals are recording a virtually uninterrupted increase over time as coopetitive interactions and strategies are becoming more and more relevant for a number of businesses in a growing number of sectors including the agriculture, manufacturing and services industries (Czakon et al., 2014) . However, the number of studies in this category was limited to four articles. It shows the significant research gap in the tourism literature about coopetition among tourism networks. Furthermore, the articles falling under this category have either empirically (two papers) or theoretically (two papers) considered (Table 3) .
Concluding remarks
This paper presented a much timely review on the relationships of tourism businesses. It used a systematic method for literature review employing clearly described steps, which could be used as a tool for similar literature reviews or as a pedagogical tool. This systematic literature review aims to discover which inter-organisational relationship type are frequently studied in tourism destinations, considering its relationship with tourism businesses, as well as to show research gap in the related literature. As the importance of business relationships in tourism setting, the related research has spanned over the recent years and the existing literature has also been widened. The existing studies employ different methodological approach; however, still empirical studies are the most common ones as presented in Figure 5 . The results show that there are three type of business interrelationships investigated in the tourism research, namely, cooperation, competition and coopetition ( Figure 6 ). In the context of religious tourism setting, the competitive behaviour is observed when individual businesses try to maximise their own interests and do not participate in collective action. The different self-interests are usually in conflict with each other, and as a result, tourism businesses compete against each other to best fulfil their own self-interests (Jalilvand et al., 2017) . The cooperative behaviour is based on an opposite rationale that individual tourism businesses participate in collective actions to achieve common goals. The coopetition relationships are complex as they consist of two different logics of interaction. Tourism businesses involved in coopetition are involved in a relationship that on the one hand consists of competition due to conflicting interests and on the other hand consists of cooperation due to common interests (Heidari et al., 2016) . Also, our findings revealed that the cooperative relationships are the most important to create value for stakeholders of a certain destination (Table 3) . Hence, cooperative partnerships and strategies are frequently suggested for the success of religious tourism businesses. In fact, compared to competition or coopetition, cooperation can be considered as the central stage for managing a religious tourism destination. According to the importance of cooperative strategies, tourism businesses in a religious destination can employ four cooperative strategies proposed by Wang and Krakover (2008) , namely, affiliation, coordination, collaboration and strategic networks. In affiliation, two or more tourism businesses loosely connected with each other, usually informally, because of their similar interests. In coordination, autonomous tourism businesses aligned activities, sponsored certain event, or delivered tourism services in pursuit of compatible goals. An example of coordination relationships in a religious destination is the event of Arbaeen that tourism businesses coordinate their activities and contribute to the common activities in different forms such as manpower and financial contributions. Such coordination may contain two or more tourism businesses sharing information about the activities of Arbaeen-related program; decide to change their program content in order to better serve their common pilgrims. Hotels provide accommodation services; Karbala attractions may provide sightseeing opportunities; restaurants provide complementary food experiences; and transportation businesses may offer easy access to various holy locations in the Karbala for the pilgrims. Hence, all the businesses coordinate with each other to achieve the common goal: sell the religious destination. In collaboration, businesses worked collectively through common strategies. In fact, collaboration is a formalised arrangement between two or more complementary entities for the purpose of securing a longer-term business advantage. In this setting, each business wants to help not only themselves but also their partners become better at what they do (Wang and Krakover, 2008) . In strategic networks, all the tourism businesses engaged in the network had a shared vision and took a system orientation to achieve group objectives through consistent strategy and concerted efforts. Two kinds of strategic networks can be formed in a religious destination: horizontal networks involve businesses providing similar services such as the local hotels and vertical networks involve businesses offering different services such as the marketing campaigns.
Limitations and implications for future research
This review is limited to journals indexed in the databases of Emerald, ScienceDirect, Routledge, Wiley, and Sage and the findings are the result of a sample of papers obtained through a research string. However, considering systematic literature review steps, and the proliferation of papers in the fields of interrelationships among tourism businesses, it becomes necessary to consider both a limited time span, and a limited number of related papers, so that the literature review becomes feasible. Furthermore, the authors suggest that future research aiming at review papers from multiple databases should apply quality criteria to the search results. It is also expected that slightly differences will occur during future reproduction of the search steps, as the number of papers retrieved by the databases depend upon institutional subscriptions. Finally, the extensive review provided by this paper reaches some important practical implications for researchers. The results provided from recent relevant literature show that coopetitive relationships of tourism business have not been investigated like cooperative or competitive relationships. This paper suggests that researchers should pay more attention to this type of inter-organisations relationship, particularly in the context of religious tourism. Additionally, following previous theoretical approaches to study of tourism businesses relationships (Holder, 1992; Go and Williams, 1994; Sonmez and Apostolopoulos, 2000; Rubies, 2001; Huybers and Bennett, 2003; Butler and Weidenfeld, 2012; Kylanen and Mariani, 2012; Żemła, 2014; Lorgnier and Su, 2014) , empirical studies should continue to expand our knowledge about the complex interrelationships of tourism businesses and their dynamics.
